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Fifty drivers were interviewed at self-service gasoline stations and another 
fitly drivers were interviewed at nearby conventional service stations. Re- 
-;...!'?e differences between these two samples confirmed the predictions that 
tire self-service customer would have an economic shopper, orientation, that 
lie would have the characteristics of people who are innovators in new 
product use. and that he would he less dogmatic in his thought processes. 
'I ids last finding provided an interesting held replication of a multipvoduct 
hi’mratnry study by Jacoby. 


* >we hypotheses about possible differences 
“ .en self-service and conventional service 
a- line station customers were derived from a 
•• of the genera! literature. The first hy- 
■ ■ resis stated ‘hat because the self-service sta- 
features lower price and minimised contact 
' . station personnel, the customers at these 
,i f !ons would be more like Ptone's f 1954b 
/ -■ sensitive economic shopper and less like 
.lationships oriented personalising shopper, 
-'are the se'f-service station was a recent in- 

• .ian in the marke 1 area surveyed. it was 
: aer hypothesized that customers at these 

•'tions would tend to possess the characteristics 

• x'ated with innovative product use. According^ 
"5 Rogers and Stanfield floss') new product 

->rs tend to be better educated, more literate, 
higher incomes and higher standards of 
Hiing, have higher achievement aspirations for 
■’ :ir children and are mOrc knowledgeable about 

• rid and lord events, i 

The third hypothesis was taken from a Iabora- 
• study by Jacoby < 10711 who found that 


that j r 

many products, innovative use was inversely/ Since this scale includes a variety of exotic items 


drivers were interviewed at five different conven¬ 
tional gasoline stations chosen because of tbeir 
proximity to the self-service stations. The first 
part of the interview included four highly struc¬ 
tured questions and one open-ended question 
about the customer's gasoline purchase practices. 
Also inctuded were two semantic-differential type 
items, one about the kind of person “who would 
buy gasoline here" and one about "attitudes 
toward new products.” 

At self-service stations only there were addi¬ 
tional questions which sampled customer opinion 
about such things as the intercom between the 
gasoline pumps and the cashier, knowledge about 
how much money was saved at a self-service 
station, etc. 

The last part of the interview consisted of 

questions about age. amount of education, income 
level, etc. When the IS to SO minute interview 
was completed, the driver was given a question¬ 
naire entitled. "Consumer opinions' on social is¬ 
sues.” This questionnaire included 40 items from 
Foim-E of Rokeach’s (I960') dogmatism scale. 


rsV.ed to degree of dogmatism (Rokeach. 10601 
he basis of, Jacoby's results and the fact 
hat self-service stations were new in the area 
..--vr-yed, the investigators of this studs’ pre- 
..- -d chat self-service customers would be less 
ksmatic in them thought processes than custo- 
- who patronize conventional gasoline sta- 
. as. 

Method 

Fifty drivers were interviewed at five different 
: e! f -service gasoline station? and 50 additional 

'Requests fvv reprints should be sent to. I- 1<- 
-pws, Department of Economics and Commerce, 
Anon Fraser University, Burnaby, British Colum- 
. Canada, 


such as, “It is better to be a dead hero than a 
live coward.” the standard instructions were 
modified to include a consumer opinion phrase. 
Also the interviewer gave each subject a set of 
steel steak knives in appreciation of his partici¬ 
pation in the study. Lastly, the prestamped re¬ 
turn envelope was addressed to a department of 
economics and commerce rather than to an oil 
company or to a department of psychology. 
These efforts produced a very high return rate. 
73 out of 100. 

Results 

The economic shopper orientation of the self- 
.-ervice customer was verili'd by several pieces of 
data. For example, when the customers were 
asked in an open-ended question alumt why 
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! -y buy gas at the station, where tlir-y 
'■'terviewed, 28 of the self-service patrons 
■icd price while only 8 mentioned good 
By contrast, none of the conventional 
patrons mentioned price and 21 men- 
tood service. 

' ! the self-service customers were asked 
the 5 most important reasons out of a 
12 possible reasons for busing gas at a 
:, lr service station, 23 of the self-service 
assigned the number one. rank to price 
more gave price a rank of two. Among 
•"entional station customers, pleasant staff 
16 first place rankings and 9 second 
:f ikings. Two additional indications of the 
>t shopper orientation of the self-service 
eis were their much greater tendency to 
gas at other kinds of discount stations 
fact that 48 out of SO self-service patrons 
hat they were buying a premium quality 
: at some discount in price, 
hypothesized tendency for greater product 
tveness among the self-service customers 
niined with two semantic-differential type 
is and with demographic data, The first 
i asked the respondent to imagine the 
person who would be apt 1 'to buy gss at 
‘icular station where the interview was 
-d. On four out of six semantic-differen- 
rs. the group means for self-service and 
cotial service customers were significantly 
: at the .05 level ( dj — 93, one-tailed). In 
ejected self-image, the self-service custa- 
lagined themselves as younger, 1 bolder, 
"Hy, and more modern, 
i icond semantic-differential type question 
As toward new products—produced sig- 
croup mean differences on five out nf 
rales (<// = 9S, one-tailed). The self- 
patrons were more apt to be early 
, were more interesled In new products, 
i efree, more influential,, and more ex- 
'lifVY [irodpets,, i. ! jip : ' i; | • ; _ l( . ,j'. 

.he two samples were compared on 
;iic items the conventional service 
j; were more apt to own two .cars and 
I. luxury car or a sports car, and they 
ahtly higher income. The self-service 
•.ere younger, more apt to be students 
■..-hat better educated. The tendency for 
. location in the innovative group was 
with data reported by Rogers and 
. 1968) but the difference in income 
lamlard of living was not. Presumably 
Hire from previous results was pro¬ 
file cost savings associated with the 
■-I wimpled in the present study, 


To teiL the third hypothesis a separate jjj- 
matism score was calculated for each of the 72 
subjects who completed and returned the “Con¬ 
sumer opinions on social issues'’ questionnaire 
(in reality, Form-E of Rokeach's dogmati-m 
scale). As predicted the mean score for 41 self- 
service customers (—15.85) indicated a gmup 
tendency for low dogmatism. Hy contrast, the 
mean score for 32 conventional service re¬ 
spondents (—3.37) was quite near the zero mid¬ 
point of the dogmatism scale. Included among 
the 32 conventional service respondents were six 
persons who reported making only 20% to 20% 
of their gas purchases at conventional stations 
whereas the modal members of that group made 
80% to 90% of their purchases at conventional 
stations. When these atypical gas purchasers were 
deleted, the mean dogmatism score for conven¬ 
tional service respondents was plus .67, almost 
exactly on the scale midpoint, Without the dele¬ 
tion of atypical gas purchasers from the conven¬ 
tional service group, the mean difference be¬ 
tween groups was not significant (f=tl,SS, dj 
= 71). With their deletion, however, the differ¬ 
ence in mean dogmatism scores for the two 
groups was significant at the .05 level (t = 2.03, 
df — 6S, two-tailed). 

An alternate nonparametric analysis with ail 
73 questionnaire respondents showed that the 
proportion of subjects with dogmatism scores 
above the scale midpoint (zero) was quite 
different fur the two groups—17 out oT 32 for 
the conventional service customers versus only 
12 out of 41 for the self-service customers. This 
difference in proportions was highly significant 
(Z = 2.08, p C.OS). 

Also confirming the personality difference 
between the two samples was the difference in 
the proportion of subjects who returned the 
dogmatism questionnaire—32 out of 50 conven¬ 
tional station interviewees versus 41 out of 50 
self-service interviewees (Z =• 2,02, p < .05), 

! 1 ‘Discussion 

As predicted from the cost-saving and chyvr- 
suualized nature of the self-service operation, die 
drivers who were sampled at self-service gnshjjpe 
stations had a strong economic shopper orienta¬ 
tion. Also, as predicted from the fact that self- 
service stations werb still new in the region sur¬ 
veyed, the self-service drivers had several of the 
characteristics of people who are innovator' in 
new product use. Lastly the results provided 
field research confirmation of Jacoby’s (1971) 
laboratory finding that now product -user: are 
less dogmatic in their thought processes than 
persons who prefer established protUuK 
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